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P R E F A C E  
T h e r e  h a s  b e e n  a n  u p s u r g e  o f  i n t e r e s t  i n  p o l i t i c a l  m a r k e t i n g  i n  
r e c e n t  y e a r s .  Y e t  r e l a t i v e l y  l i t t l e  a c a d e m i c  w o r k  h a s  b e e n  
c o n d u c t e d  i n t o  i t s  n a t u r e  - e i t h e r  t h e o r e t i c a l l y  o r  e m p i r i c a l l y .  
W h a t  e x i s t s  h a s ·  b e e n  t h e  u s e  o f  m a r k e t i n g  i n  p o l i t i c a l  
c a m p a i g n i n g ,  w h i c h  t h o u g h  i m p o r t a n t ,  l i m i t s  d i s c u s s i o n  t o  j u s t  
o n e  a s p e c t  o f  a  p a r t y ' s  b e h a v i o u r  w h e r e  m a r k e t i n g  c a n  h a v e  a n  
i n f l u e n c e .  
M a r k e t i n g  a s  u s e d  i n  c o m m e r c i a l  p a r l a n c e  i s  n o t  j u s t  a b o u t  t h e  
·  s l o g a n s  o r  c a t c h - p h r a s e s  u s e d  t o  s e l l  t h e  p r o d u c t .  I t  i s  u s e d  t o  
i n f o r m  t h e  d e s i g n  o f  t h a t  p r o d u c t .  R e l a t i n g  t h i s  i d e a  t o  p a r t i e s ,  
m a r k e t i n g  c a n  b e  u s e d  i n  d e c i d i n g  w h a t  p o l i c i e s  t o  a d o p t  a n d  w h a t  
o r g a n i z a t i o n a l  s t r u c t u r e s  t o  e m p l o y .  M o r e  i m p o r t a n t l y ,  i t  h a s  b e e n  
u s e d  b y  p o l i t i c a l  p a r t i e s  a r o u n d  t h e  w o r l d ,  p a r t i c u l a r t y  i n  t h e  
a d v a n c e d  d e m o c r a c i e s  t o  s e c u r e  t h e  m a n d a t e  o f  t h e  e l e c t o r a t e .  
T h i s  w i d e r  u t i l i z a t i o n  o f  m a r k e t i n g  h a s  b r o u g h t  a  f r e s h  i m p e t u s  t o  
t h e  i d e n t i t y  c r i s i s  o f  m a r k e t i n g  w h i l e  a t  t h e  s a m e  t i m e  a f f e c t i n g  
m a n y  a s p e c t s  o f  t h e  p a r t i e s '  b e h a v i o u r ,  i n c l u d i n g  l e a d e r s h i p  
p o w e r S ) . m e m b e r s h i p  r i g h t s ,  c o n s t i t u t i o n  a n d  p o l i c i e s  n o t  j u s t  t h e i r  
c a m p a i g n i n g  a c t i v i t i e s .  T h i s  h a s  m u c h  w i .d e r  r a m i f i c a t i o n s  a n d  
·i m p e r a t i v e s ,  s u g g e s t i n g  a  n e w  r o l e  f o r  p o l i t i c a l  p a r t i e s ,  w i t h  
n o r m a t i v e  i m p l i c a t i o n s  f o r  p o l i t i c s  a s  a  w h o l e .  T h i s  t e x t ,  w h i c h  i s  
a r g u a b l y  t h e  f i r s t  o f  i t s  k i n d  i n  t h i s  p a r t  o f  t h e  c l i m e ,  e x p l o r e s  t h e  
p o t e n t i a l s  o f  p o l i t i c a l  m a r k e t i n g  a n d  i t s  u s e  t o  i n f o r m  a l l  a s p e c t s  
o f  p a r t y  b e h a v i o u r ,  n o t  j u s t  c a m p a i g n i n g .  
T h e  t e x t  a t t e m p t s  t o  s h o w  t h a t  p o l i t i c a l  p a r t i e s  c a n  a p p l y  n o t  j u s t  
t h e  t e c h n i q u e s  o f  m a r k e t i n g ,  b u t  i t s  c o n c e p t s .  T h e  p a r t i e s  c a n  
d e t e r m i n e  t h e i r  p o l i c i e s  t o  s u i t  v o t e r s '  c o n c e r n s  ( u s i n g  f i n d i n g s  
f r o m  s u r v e y  r e s e a r c h  a n d  f o c u s  g r o u p s ) ,  r a t h e r  t h a n  b a s i n g  t h e m  
o n  i d e o l o g i c a l  c o n s i d e r a t i o n s .  B y  s o  d o i n g ,  t h e y  w i l l  b e  
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attempting to become what in business terms is called "market-
oriented" and designing their 'product ' to suit consumer (citizen) 
demands. 
This would imply a new role for political parties, one at odds with 
the tradHional role assumed by the standard literature. Thus in the' 
process of exploring the full potential of political marketing on a. 
theoretical level , the text integrates both management and political 
science literature to create models of how a political party might 
use marketing and become "market-oriented." It is written with 
certain people in mind. These include politicians, electoral process 
managers and policy makers, scholars in the fields of marketing, 
political science, sociology and management as well as post 
graduate students undertaking courses in the areas of 
'communication strategies, political campaign management', and 
' model building'. 
Rowland Worlu, Ph.D. 
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A C K N O W L E D G E M E N T S  
I  a m  e t e r n a l l y  g r a t e f u l  t o  G o d  A l m i g h t y  w h o s e  g r a c e  i n  m y  l i f e  
o p e n e d  m e  u p  t o  t h i s  a r e a  o f  k n o w l e d g e .  " H e  s a i d  i t ,  I  b e l i e v e d  i t ,  
a n d  t h a t  s e t t l e d  i t " .  I  a l s o  e x p r e s s  m y  g r a t i t u d e  t o  m y  s p i r i t u a l  
f a t h e r ,  m e n t o r ,  a n d  r o l e  m o d e l  - B i s h o p  D a v i d  O y e d e p o  w h o s e  
w i l l i n g n e s s  t o  w a l k  w i t h  G o d  c r e a t e d  t h e  v i s i o n a r y  p l a t f o r m  t h a t  
g a v e  e x p r e s s i o n  t o  m y  i n t e l l e c t u a l  e n d o w m e n t s ,  a n d  b y  
e x t r a p o l a t i o n  m a d e  t h i s  w o r k  p o s s i b l e .  
A  d e e p  o f  s e n s e  o f  a p p r e G i a t i o n  i s  a l s o  i n  o r d e r  t o  t h e  V i c e  
C h a n c e l l o r  o f  C o v e n a n t  U n i v e r s i t y ,  P r o f e s s o r  A i z e  O b a y a n  a n d  
h e r  t e a m :  P r o f e s s o r  C h a r l e s  O g b u l o g o  - D e p u t y  V i c e  C h a n c e l l o r  
o f  C o v e n a n t  U n i v e r s i t y ,  P a s t o r  Y e m i  N a t h a n i e l  - t h e  p i o n e e r  
R e g i s t r a r  o f  C o v e n a n t  U n i v e r s i t y ,  a n d  D r .  D a n i e l  R o t i m i  - t h e  
i n c u m b e n t  R e g i s t r a r  f o r  t h e i r  i n g e n u i t y  i n  d e v e l o p i n g  a n d  
j e a l o u s l y  g u i d i n g  t h e  o r g a n i z a t i o n a l  s t r u c t u r e  o f  e x c e l l e n c e  t h a t  
a i d e d  t h e  a c t u a l i z a t i o n  o f  m y  d r e a m  i n  C o v e n a n t  U n i v e r s i t y .  
A l s o  w o r t h y  o f  m e n t i o n  i s  t h e  i n v a l u a b l e  a s s i s t a n c e  I  r e c e i v e d  
f r o m  P r o f e s s o r  S . O .  O t o k i t i ,  a n d  D r .  O . U .  A s i k h i a .  B o t h  o f  t h e m  
c a n  a p t l y  b e  d e s c r i b e d  a s  t h e  e m p e r o r s  o f  m y  d e p a r t m e n t ' s  g o l d e n  
a r c h e s ,  a r d e n t  g a t e k e e p e r s  a n d  k e e n  c u s t o d i a n s  o f  a c a d e m i c  
e x c e l l e n c e .  T h e i r  r e l e n t l e s s  a n d  p a i n s t a k i n g  a t t e n t i o n  t o  d e t a i l s  
e n h a n c e d  t h e  q u a l i t y  o f  m y  d o c t o r a l  w o r k ,  a n d  b y  i m p l i c a t i o n  t h i s  
t e x t .  I n d e e d ,  I  s a l u t e  t h e i r  a c a d e m i c  p r o w e s s .  
I t  i s  f u r t h e r  w i t h  e x t r e m e  p l e a s u r e  t h a t  I  p l a c e  o n  r e c o r d  m y  
g r a t i t u d e  t o  t h e  g a l a x y  o f  a c a d e m i c  g i a n t s  I  m e t  a t  d i f f e r e n t  
e p o c h s  o f  m y  l i f e ,  a n d  w h o s e  i n f l u e n c e  o n  m y  d e v e l o p m e n t  a s  a n  
i n t e l l e c t u a l  l e a v e s  n o t h i n g  t o  b e  d e s i r e d .  P r o m i n e n t  a m o n g  t h e m  
a r e  D r .  D . W .  M a c l a y t o n ,  D r .  G . I .  U m o h ,  D r .  P a t r i c k  E d e w o r ,  
C a p t a i n  E l e c h i  A m a d i ,  D r .  O b i  W a l i ,  P r o f e s s o r s  B e d f o r d  F u b a r a ,  
O t o n t i  N d u k a ,  A u g u s t i n e  A h i a u z u ,  C h i t u r u  A c h i n e w h u ,  N n a m a d i  
M a r k e t i n g  M a n a g e m e n t  f o r  P o l i t i c a l  P a r t i e s  I  
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Asika, T. Fadayomi, J.A.T. Ojo, Don Ike, Danie l Omoweh. 
Christopher Awonuga, Ify Nwaogazie, Palmer Johnn ie, Nno li m 
and Asobie. These scholars generously bestowed on me thei r 
inte llectual pieces, bounteous gems, nuggets and daffodils of 
scholarl y enterpri se. Indeed, I salute their consummate 
scholarshi ps . 
My thanks al so go to my friends and colleagues, in scores and 
hundreds, who have played supporti ve roles in my quest for a 
niche in the marketing profession. These include Dr. P. Enyi, Dr. 
P. Adelusi, Dr. J. Ayam, Dr. Sam Aki nyele, Dr. Dan Gberevbie, 
Dr. O.S. Ibidunni, Dr. O.J. Kehinde, Dr. O.J. Oyeniyi, Dr. Iyiola, 
Dr. C. Okafor, Dr. P. Alege, Dr. W. Olayiwola, Dr. Chidi 
Uhuegbu, Dr (Mrs.) Umoren, Dr. J. Enahoro, Mrs. D . Oyerinde, 
Mrs. A. Adeniji , Mr. 0. Adegbuyi, Mr. 0 . Ogunnajke, Mr. J. 
Osej i, Mr.J. Abiodun, Mr. J . Obamiro, Mrs. Otaru-Roland, Mrs. 
Oni-Ojo, Mr. F. Iyoha, I.M.Dike, and others too numerous to 
mention here. 
A text of this nature is necessari ly based on a wide vari ety of 
original ·sources. While I have made original contributions in 
some specific areas of analysis, including the conceptual and· 
theoretical frameworks, the bulk of the materi als on which the text 
is based came from other contributors. I have shown the sources 
of these materials at the appropriate points. I therefore 
acknowledge my debt of gratitude to the authors of these 
materials, and indeed many li braries (including Covenant 
Uni versity Library) whose collections reduced my workload . 
It is quite otiose to assert that this work would have come to 
fruition without the motivation, commitment and support of my 
relations. Prominent among these are Sir Chri s N. Worlu (my 
elder brother) and his wife (Priscill a Worlu), Dr. OVC Okene, Mr. 
and Mrs. Ovunda Oriji, Mr. and Mrs. Patrick Worlu and Mr. & 
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C H A P T E R  O N E  
S T R A T E G Y  A N D  C O N C E P T S  I N  P O L I T I C A L  
M A R K E T I N G  
L e a r n i n g  O b j e c t i v e s :  
A t  t h e  e n d  o f  t h i s  c h a p t e r ,  t h e  r e a d e r  s h o u l d  b e  a b l e  t o :  
( a )  D i s c u s s  t h e  c o n c e p t s  a n d  d i m e n s i o n s  o f  s t r a t e g y  m  
p o l i t i c a l  m a r k e t i n g .  
( b )  A p p r e c i a t e  t h e  i n f l u e n c e  o f  m a r k e t i n g  i n  p o l i t i c s .  
( c )  D e f i n e  e l e c t i o n  a n d  e l e c t o r a l  p r o c e s s .  
( d )  D e s c r i b e  t h e  f u n c t i o n s  o f  p o l i t i c a l  p a r t i e s .  
( e )  S h o w  t h a t  p o l i t i c a l  m a r k e t i n g  i s  a  s e r v i c e .  
( f )  E x p l a i n  h o w  p o l i t i c a l  m a r k e t i n g  d i f f e r s  f r o m  c o m m e r c i a l "  
m a r k e t i n g .  
1 . 0  I N T R O D U C T I O N  
P r i o r  t o  N i g e r i a n  i n d e p e n d e n c e  i n  1 9 6 0 ,  t h e  c o l o n i a l  
a d m i n i s t r a t i o n  h a d  o r g a n i z e d  a  c o u p l e  o f  g e n e r a l  e l e c t i o n s  w i t h o u t  
a n y  d e l i b e r a t e  a n d  s y s t e m a t i c  m a r k e t i n g  p r o g r a m m e  u n d e r t a k e n  
i n  a n y  o f  t h e m .  Y e t ,  p o l i t i c a l  p a r t i e s  a n d  c a n d i d a t e s  c a n v a s s e d  f o r  
v o t e s ,  l o c a t e d  o f f i c e s  i n  d i f f e r e n t  t o w n s  a n d  v i l l a g e s ,  e t c .  T h i s  
e x p l a i n s  w h y  r e s e a r c h e r s  i n  p o l i t i c a l  m a r k e t i n g  w i l l  c o n t i n u e  t o  
d i s c o v e r  t h a t  p o l i t i c a l  p a r t i e s  d o  n o t  a l w a y s  c o n s c i o u s l y  m a k e  
m a r k e t i n g  d e c i s i o n s  a l t h o u g a  o n e  m i g h t  c l a s s i f y  s o m e  o f  t h e i r  
a c t i v i t i e s  o r  p r o c e s s e s  a s  m a r k e t i n g  m a n a g e m e n t .  
A f t e r  i n d e p e n d e n c e ,  h o w e v e r ,  a  n e w  d i m e n s i o n  w a s  o b s e r v e d  a s  
p o l i t i c a l  m a r k e t i n g  c o m m u n i c a t i o n s  s t a r t e d  g a i n i n g  g r o u n d .  I n  
1 9 6 3  e l e c t i o n s ,  f o r  i n s t a n c e ,  a d v e r t i s i n g  g a i n e d  p r o m i n e n c e  a s  
n o t a b l e  p o l i t i c i a n s  l i k e  C h i e f  O b a f e m i  A w o l o w o  o f  t h e  A c t i o n  
G r o u p ,  u s e d  i t  t o  s e n d  m e s s a g e s  t o  t h e  p u b l i c .  S a l e s  p r o m o t i o n  
M a r k e t i n g  M a n a g e m e n t  f o r  P o l i t i c a l  P a r t i e s  I  1  
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also had its own slot when chief Awolowo used helicopters to 
write campaign messages in the sky (i.e. sky writing) to propagate 
his campaign messages. 
During the series of election conducted in 1979 to usher in the 
second Republic, deliberate efforts were made by virtually all 
parties to persuade voters by using marketing promotional 
techniques like advertising, sales promotion, personal selling, 
publicity, and even direct Marketing. 
The trend continued in 1983 with the hiring of advertising 
agencies by some of the political parties to promote their 
candidates. The National Party of Nigeria (NPN), for example, 
hired Saatchi and Saatchi from Britain. 
However, the best of times for political marketers in Nigeria c~me 
between 1991 and 1994 when Social Democratic Party (SOP) and 
National Republican Convention (NRC) which contested in the 
series of elections within the period continued the tradition of 
using professional advertising agencies. The SOP had a foreign 
team comprising British and America experts that worked with 
their Nigerian counterparts (e.g. Sunrise Marketing 
Communications).The NRC also followed suit as it syndicated 
·creative campaign efforts through Nigerian and foreign experts. 
The result was that the SDP candidate (MKO Abiola) had a clear 
victory with 58.6% of all the votes cast, and having at least one 
third of the votes cast in 29 out of the then 30 states in Nigeria. 
As some researchers has pointed out, the 1993 presidential 
election gained populari ty among Nigerians and therefore 
generally accepted by the people. It was also acclaimed by both 
national and international observers as the most genuine, freest 
and fairest in the history of elections in Nigeria. 
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For all the attention it has received in the advanced democracies, 
the applicatiOn of commercial marketing tactics to elections is still 
confined to formal election campaign periods, packaging and spin 
doctoritlg as well as the common trivia of much media attention in 
Nigeria, and other developing democracies. To bring about a 
paradigm shift, matfcetlng ,.,..,.,..,, few political parties has 
surfa~ and posits that political marketing Is about political 
organisations adaptrng buliness-marketing concepts and 
techniques to help them ~-their goals. 
In other words, this text or.. AMif -.ya ~understanding modem 
politics ,and so presents what deinDcnllc parties and candidates 
must do to get elecled. ltoffa'a lnl.,...lnlathe ltrategic options and 
behaviour of parties as well • lleallarala. Ita focus extends from 
campaigning into the htgh palllcs ~ government and party 
manag.ment with explanatory models~ party and voter behaviour. 
Aboveatl,ltasser1a,qufte~1tM~IItlacrucialln 
every democracy because the .-. fA co In ~tic 
processes changes relationships among leaders, partlee and wters 
for collective benefits. It Is the! afore recommended for politicians, 
acade~ics, and public office seekers and holders. 
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